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Given the substantial growth and popularity of podcast programs, this study analyzes 
advertisements placed in popular podcast programs primarily aired in September 2019. 
Findings are based on an investigation of the top 60 podcasts listed on the well-known digital 
media resource, Stitcher. Ad placement, advertisement length, ad content, type of advertisement, 
ad presentation, and other elements were examined. In part, the results are compared to a 
similar study conducted by Haywood in 2007. Findings suggest some similarities from the early 
days podcast advertising, yet the differences are noticeable. The ads of today are more 
prevalent, the length and content has evolved, and there are more opportunities for marketers to 
connect with listeners. 
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